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A STUDY ON LEVEL OF EXPECTATION OF MUTUAL FUND INVESTORS & IMPACT OF DEMOGRAPHIC 

PROFILE ON PERIOD OF INVESTMENT IN MUTUAL FUND 
 

TARAK PAUL 

ASST. PROFESSOR 

ROYAL SCHOOL OF BUSINESS 

BETKUCHI 

 

ABSTRACT 
Customers are and should be the central to everything that an organisation does. The purpose of an organisation is to create, win and keep customers. Successful 

mutual fund marketing must create confidence among investors and meet their expectations. Experts believe that growth of mutual fund in India is healthy but 

not satisfactory. Several past studies concluded that the industry has not been able to create positive impact in the minds of investors as compared to other 

intermediaries like banking and insurance sectors. The investment behaviour expectation of mutual investors’ must be taken for product development. In this 

paper attempt has been made to understand the level of expectation that investors’ have from mutual fund investment and also to understand whether the 

demographic variables like age, gender, qualification and income are associated with period of investment in mutual fund. The study is conducted in Guwahati on 

310 mutual fund investors’.  

 

KEYWORDS 
Expectation, investment, mutual fund and perception. 

 

INTRODUCTION 
 mutual fund represents a vehicle for collective investment. Mutual fund is a trust that pools the savings of a number who share a common financial goal. 

This pool of money is invested in accordance with the stated objective(s). The industry has registered a healthy growth over the last two decades. At 

present there are more than 30 mutual funds managing about 1000 schemes in India. The industry has launched many new products according to the 

needs and expectations of investors’. Meeting the expectations of customers cements the relationships, increase customers’ satisfaction and retains their 

business. Marketing of mutual fund must create confidence among investors and strengthen the desire of the investors to put their money in right place that 

satisfy their investment need and expectations. The aim of marketing strategy should address to satisfy the expectations of the target customers. The basic idea 

is to target the customers buying decision and increase market share of the company. Different categories of retail investors have different perception about 

investment in mutual fund. The investment perception in mutual also gets influenced by demographic variables like age, gender, education, income etc. The 

period of investment is also an important facet of the investment strategy. Open ended schemes are flexible and continue for an unlimited period except during 

the lock in period, if any. Close ended schemes are characterised by a definite redemption date and stock exchange trading. The paper has highlighted the level 

of expectation of investors and the relationship between the age, gender, education & annual income on period of investment. 

 

REVIEW OF LITERATURE  
A survey conducted by MARCH Marketing Consultancy on Retail Investors’ perception about Mutual Funds in 7 cities (Delhi, Mumbai, Hyderabad, Chennai, 

Kolkata, Ahmadabad and Bangalore) taking 200 samples from each city has revealed that majority of the investors’ (over 45%) fall in 25-34 age groups. Around 

25% of the investors’ invest to gain tax benefit and they belong to income class of more than Rs. 5 lakh p.a. More than 50% of the investors are ready to park 

their investment for a period of 1-3 years. 

A study on ‘What Drives Investor towards Mutual Fund’ by J Singh. and S Chander (2003) revealed that salaried people in the age group of 30-50 years choose 

the return provided by the fund to be the best criteria of performance appraisal of a fund. The study pointed out that age and occupation of the investors do 

influence their rating of mutual fund for their investment decision. 

S Anand and V Murugaiah (2007) in their study ‘Analysis of components of investment performance - An Empirical study of Mutual funds in India.’ found that 

investors’ satisfaction in case of mutual funds depends upon amount of trust and dependence that an investor places with AMC and in turn the benefits that are 

actually delivered to them. Although fund managers uses their expertise skills and diligence while investment but still dissatisfaction prevail among the investors 

and their experiences show that majority of mutual funds have shown underperformance in comparison to risk free return and reported that mutual funds were 

not able to compensate them for additional risk they have taken by investing in mutual funds. 

Arun Kumar
 
observed that in Dehradun city 92% of people are satisfied with investment. 50% investors are interest in 1 to 3 years of investment and 42% are 

interested in more than 3 years of investment only 8% investors are interested in short term investment.  

Gursharan Singh and Manpinder Kaur in their study in Jalandhar observed that nearly one-half of the investors prefer to keep their investment in mutual funds 

from one to three years. Investors do not want long term investment due to delayed realization of returns. Investors are interested to keep investment for an 

average period in mutual funds. The frequency of monitoring the investment in funds is representative of the awareness level of the investors. Nearly one-third 

of the investors monitor their investment on weekly basis; one-fourth on fortnightly and one-tenth on daily basis. Investors take the information about various 

mutual fund schemes from the electronic as well as print media such as magazines, journals newspapers etc because experts give such types of information only. 

Mutual funds also ensure sufficient liquidity as most of the schemes are open ended. One-tenth of the investors believe that most of the people are not aware 

about the functioning of the mutual fund industry.  

 

IMPORTANCE OF THE STUDY 
The study aimed at understanding the impact of age, gender, qualification and income on the period of investment in mutual fund products and understand the 

level of expectation of the mutual fund investors from their investment in mutual fund. Mutual fund industry is coming up with innovative products since its 

inception in India in the early 60’s with the formation of Unit Trust of India. The study will help them to understand the need and expectations of different 

categories of retail investors of mutual funds. 

 

STATEMENT OF THE PROBLEM 
Although mutual fund industry has registered a healthy growth, it is still small in relation to other intermediaries like banks and insurance companies. A Bhowal 

& T Paul (2012) stated that mutual fund as an investment in India is growing but the industry is still struggling to win the investors’ confidence. Hence, the study 

is conducted to measure the level of expectation of mutual fund investors’ from their investment and influence of age , gender, qualification and income on 

period of investment in mutual fund products. 

 

METHODOLOGY 
The study is descriptive in nature. The study involved use of both primary and secondary data. Secondary data was collected from books, journals and web sites.  

As regards primary data, a structured questionnaire was prepared and served to 350 respondents [i.e. mutual fund retail investors] in Guwahati city. 310 

A
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questionnaires were used for analysis and rests were rejected as they were not found appropriate for analysis. Items were constructed based on the survey of 

literature and measured in 5 point scale to elicit the expectations of mutual investors. The collected data was presented in the form of tables and tested by using 

Chi-square test at 5% level of significance. Chi-square test is used to test the significant association between variables. 

 

OBJECTIVE OF THE STUDY  
The study has been carried out with the following objectives 

1. To study the association between demographic variables like age, gender, education and income and period of investment in mutual fund. 

2. To understand the level of expectation of the mutual fund investors. 

 

HYPOTHERSIS OF THE STUDY 
The following hypothesis were formulated for the purpose of the study 

1. There is no significant association between age and period of investment in mutual fund products. 

2. There is no significant association between gender and period of investment in mutual fund products. 

3. There is no significant association between education and period of investment in mutual fund products. 

4. There is no significant association between income and period of investment in mutual fund products. 

 

METHODOLOGY 
The study is descriptive in nature. The study involved use of both primary and secondary data. Secondary data was collected from books, journals and web sites.  

As regards primary data, a structured questionnaire was prepared and served to 350 respondents [i.e. mutual fund retail investors] in Guwahati city. 310 

questionnaires were used for analysis and rests were rejected as they were not found appropriate for analysis. Items were constructed based on the survey of 

literature and measured in 5 point scale to elicit the expectations of mutual investors. The collected data was presented in the form of tables and tested by using 

Chi-square test at 5% level of significance. Chi-square test is used to test the significant association between variables. 

 

ANALYSIS AND INTERPRETATION 
TABLE - 1: AGE PROFILE OF RESPONDENTS 

AGE ( IN YEARS) NO OF RESPONDENTS PERCENTAGE 

Below 30 89 28.71 

30-40 67 21.61 

40-50 47 15.16 

50-60 60 19.35 

Above 60 47 15.16 

Total 310 100.00 

Source: Compiled from survey data 

The above table shows the age profile of mutual fund investors. 28.71% mutual fund  investors are below 30 years  of age, 21.61% mutual fund investors are in 

the age group of 30-40 years, 15.16% mutual fund investors are in the group of 40-50 years, 19.35%  mutual fund investors are in the age group of 50-60 years  

and 15.16% mutual fund investors are above 60 years of age. 

 

TABLE-2: GENDER PROFILE OF RESPONDENTS 

GENDER NO OF RESPONDENTS PERCENTAGE 

Female 73 23.55 

Male 237 76.45 

Total 310 100.00 

Source: Compiled from survey data 

The above table shows the gender profile of mutual fund investors. Out of the total mutual fund investors only 23.55 % are female and rest 76.45 % are male.  

 

TABLE-3: QUALIFICATION PROFILE OF RESPONDENTS 

QUALIFICATION NO OF RESPONDENTS PERCENTAGE 

Up to 10
th

 65 20.97 

Up to 12
th

 50 16.13 

Up to Degree 99 31.94 

Beyond degree 96 30.97 

Total 310 100.00 

Source: Compiled from survey data 

The above table shows the Education profile of mutual fund investors. 20.97% mutual fund investors are qualified up to 10
th

 standard, 16.13% mutual fund 

investors are qualified up to 12
th

 standard, 31.94% of mutual fund investors are qualified up to degree and rest are qualified beyond degree.  

 

TABLE-4: INCOME PROFILE OF RESPONDENTS 

ANNUAL INCOME NO OF RESPONDENTS PERCENTAGE 

Below 1 lakh 23 7.42 

1 - 3 lakh 62 20.00 

3-5 lakh 112 36.13 

Above 5 lakh 113 36.45 

Total 310 100.00 

Source: Compiled from survey data 

The above table shows the income profile of the mutual fund investors. 7.42% investors’ annual income is less than 1 lakh, 20% investors’ annual income is lies 

between 1-3 lakh, 36.13% investors’ annual income lies between 3-5 lakh, 36.45% investors’ annual income is above 5 lakh. 
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TABLE-5: INVESTORS’ EXPECTATION SCORES 

SL No Items My Expectation 

1 In respect of providing information about their products in the offer document 4.26 

2 In respect of providing information relating to management of funds 4.06 

3 In respect of return in comparison to other investment avenues 4.47 

4 In respect of hedge against loss of money caused inflation. 3.89 

5 In respect of well-diversified portfolio by the companies 4.42 

6 In respect of flexibility like SIP,SWP, Dividend reinvestment etc 3.68 

7 In respect of transparency managers investment strategy and outlook 3.37 

8 In respect of safety and secure investment in mutual fund units 3.58 

9 In respect of products as per my requirement 4.16 

10 In respect of knowledge on  buying & selling mechanism of products 4.53 

11 In respect of liquidity of mutual fund products 4.00 

12 In respect of redemption of mutual fund products within stipulated time 4.05 

13 In respect of service in case of switch off from one product to product 4.00 

14 In respect of  providing NAV related information of the mutual fund products 4.05 

15  In respect of assistance if faced with difficulty 4.21 

16 In respect of service of local agent for their services  3.53 

17 In respect of information when they come up with new product(s) 3.68 

18 In respect of timely statements on my investments in mutual fund products  3.95 

19 In respect of all other information as and when required 3.84 

20 In respect of knowledge to evaluate the financial performance of the product. 3.95 

21 In respect of services at door step in case of buying & selling of products 3.84 

22 In respect of knowledge about online purchase and sale of mutual funds. 3.95 

Source: Compiled from survey data 

From the above table, it is evident that the level of expectation is very high. The average expectation score of the investors’ ranges 3.37 -4.47 in a scale of 1-5. In 

respect of return in comparison to other investment avenues (i.e. Item no –3) the investor have very high expectation i.e. 4.47 out of 5 and in respect of 

transparency managers investment strategy and outlook (i.e. Item no -7) they have a low level of expectation i.e. 3.37 out of 5. 

CHI-SQUARE TEST 

Hypothesis 1- There is no association between age and period of investment in mutual fund products 

 

TABLE-6: TABLE SHOWING AGE AND PERIOD OF INVESTMENT 

AGE PERIOD OF INVESTMENT 

Less than 1 year 1-3 years 3 -5 years More than 5 years Total 

Below 30 31 30 30 6 89 

30-40 16 25 25 19 67 

40-50 6 11 11 22 47 

50-60 26 13 13 11 60 

Above 60 17 17 17 8 47 

Total 96 96 96 66 310 

Source: Compiled from survey data 

 

Table value at 5% Level of Significance Calculated Value DF 

21.03 43.44 12 

The tabulated value of Chi-square for 12 df. at 5% level of significance is 21.03. Since the calculated value of Chi-square i.e. 43.44 is much greater than the 

tabulated value, the hypothesis is rejected and it can be conclude that there is significant association between income and period of investment in mutual fund 

products. 

Hypothesis 2-There is no association between age and period of investment in mutual fund products 

 

TABLE-7: TABLE SHOWING GENDER AND PERIOD OF INVESTMENT 

GENDER PERIOD OF INVESTMENT 

Less than 1 year 1-3 years 3 -5 years More than 5 years Total 

Female 15 16 13 29 73 

Male 81 80 39 37 237 

Total 96 96 52 66 310 

Source: Compiled from survey data 

 

Table value at 5% Level of Significance Calculated Value DF 

7.82 21.18 3 

The tabulated value of Chi-square for 3 df. at 5% level of significance is 7.82. Since the calculated value of Chi-square i.e. 21.18 is much greater than the 

tabulated value, the hypothesis is rejected and it can be conclude that there is significant association gender and period of investment in mutual fund products.  

Hypothesis 3-There is no association between education and period of investment in mutual fund products. 

 

TABLE-8: TABLE SHOWING QUALIFICATION AND PERIOD OF INVESTMENT 

QUALIFICATION PERIOD OF INVESTMENT 

Less than 1 year 1-3 years 3 -5 years More than 5 years Total 

Up to 10
th

 21 24 7 13 65 

Up to 12
th

 18 8 13 11 50 

Up to Degree 36 27 16 20 99 

Beyond degree 21 37 16 22 96 

Total 96 96 52 66 310 

Source: Compiled from survey data 
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Table value at 5% Level of Significance Calculated Value DF 

16.92 14.71 9 

The tabulated value of Chi-square for 9 df. at 5% level of significance is 16.92. Since the calculated value of Chi-square i.e. 14.71 is lower than the tabulated 

value, the hypothesis is accepted and it can be conclude that there is no significant association between qualification and period of investment in mutual fund 

products.  

Hypothesis 4-There is no association between income and period of investment in mutual fund products. 

 

TABLE-9: TABLE SHOWING ANNUAL INCOME AND PERIOD OF INVESTMENT 

ANNUAL INCOME PERIOD OF INVESTMENT 

Less than 1 year 1-3 years 3 -5 years More than 5 years Total 

Below 1 lakh 5 6 5 7 23 

1 - 3 lakh 20 20 15 7 62 

3 - 5lakh 35 33 17 27 112 

Above 5 lakh 39 25 19 30 113 

Total 99 84 56 71 310 

Source: Compiled from survey data 

 

Table value at 5% Level of Significance Calculated Value DF 

16.92 9.91 9 

The tabulated value of Chi-square for 9 df. at 5% level of significance is 16.92. Since the calculated value of Chi-square (i.e. 9.91) is lower than the tabulated 

value, the hypothesis is accepted and it can be conclude that there is no significant association between income and period of investment in mutual fund 

products. 

 

FINDINGS 
• There exists a high level of expectation among mutual fund investors irrespective of their age, gender, educational qualification and income. The 

expectation in respect of return as compared to other avenues of investment is the maximum.  

• There is a significant association between age of investors’ and period of investment. Thus, the period of investment in mutual fund products is influenced 

by the age of investors. 

• There is a significant association between gender of investors’ and period of investment. Thus, the period of investment in mutual fund products is 

influenced by the gender of investors. 

• There is a no association between educational qualification of investors’ and period of investment. Thus, the period of investment in mutual fund products 

is not influenced by the educational qualification. 

• There is a no association between income of investors’ and period of investment. Thus, the period of investment in mutual fund products is not influenced 

by the educational qualification. 

 

CONCLUSION 
The study showed that period of investment is associated with the age and gender. Educational qualification and income of investors are not associated with the 

period of investment. Mutual fund offers a variety of scheme to suit the varying need of investors. As the performance of the industry is still not satisfactory the 

industry need to focus more on the investors’ expectations. High level of expectation exists among investors’ form their investment in mutual fund. As 

expectation in respect of return in comparison other avenues of investment is maximum, the fund manager should focus more on return. Different categories of 

investors have different investment need and expectation. The need of each category should be taken care of while designing and launching the products.  
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